Abstract: E-Commerce is a general term for commercial transaction or other types of business on the virtual network using the Internet as medium. The key factors for the success of online stores are not only the presentation on the WEB page or the low price strategy, but also the good quality of online service. The Importance-Performance Analysis (IPA) is an approach that is often used to measure performance and analyze competitive strategies. This study uses the IPA approach to analyze the service quality of online shopping provided by the case company, introduces nine indicators to measure the service quality of online shopping and puts forward suggestions for the competitive strategy as the basis for the improvement of competitive strategy of the case company.
Introduction
Facing the diversity of customer's online shopping patterns, the existing online traders must focus on and understand various demands of consumers and be committed to improving the consumer's browsing rate and actively increasing the site's re-visit rate which will be converted into real transactions to gain profits. For new online shopping traders, since the threshold of this industry is not high and the competition of online market is quite intense, they have to determine market positioning and segment accurately and avoid imitations of products and business model in order to establish unique competitive advantages. E-Commerce is a general term for commercial transaction or other types of business on the virtual network using the Internet as medium. The E-Commerce system is divided into different types according to the scope of business functions and the types of customers. Common types are as follows [1, 2] : 1) Business to Business, B2B: The interactions between businesses. The suppliers, customers and relevant businesses with common goals are joined together; the supply chain is converted into the business resource planning management in order to save costs and increase efficiency. 2) Business to Customers, B2C: Business-to-customer sales activities. The businesses put products on the Internet, conduct sales activities through the Internet and provide adequate information and interfaces to attract customers and offer them the online ordering service of products. 3) Customer to Customer, C2C: Most of the parties of the transactions are not wholesalers or retailers.
Most of them only want to sell their own products, so they conduct transactions in this type of trading market. The website operators are not responsible for the logistics. They only establish the trading platform to help the commodity aggregation of the market. Buyers and sellers are responsible for the transaction process. 4) Customers to Business, C2B: The products dominance is transferred from manufactures to consumers.
Consumers should establish a community first, then find business opportunities through the collective bargaining of the community. The C2B model emphasizes the use of the demand aggregator to replace the traditional shopping centers where suppliers are gather. Zeithaml, Parasuraman & Malhotra [3] proposed that the key factors for the success of online stores were not just the presentation on the WEB page or the low price strategy, but also the good quality of online service. Rust and Kannan [4] argued that the services provided by online stores were not just the implementation of transaction orders or the instant answers to customer's questions. Real online service can provide customers with an experience of information interaction and serves as a way to improve the satisfaction and loyalty of customers [5] . Importance-Performance Analysis is an approach that is often used to measure performance and analyze competitive strategies. This study uses the IPA approach to analyze the service quality of online shopping provided by the case company so as to improve the competitive strategy of the case company.
Literature Review

The service quality of online shopping
Zeithaml, Parasuraman & Malhotra [6] argued that the traditional dimensions of e-service quality did not apply to the online trading environment, because the traditional transaction was communicated through people, but the online transaction interacted with customers through the website and the cognition of service quality was different. Parasuraman, Zeithaml and Malhotra [7] defined "e-Service Quality, or e-SQ" clearly. They believed that e-SQ was "the ability of the website to increase the efficiency and effectiveness of shopping, products and service delivery". Parasuraman et al. (2005) developed the following seven important e-service quality dimensions: Efficiency, Reliability, Fulfillment, Privacy, Responsiveness, Compensation, and Contact. Generally, the e-service quality can be summarized as: the degree of customer's overall evaluation of the shopping service after the providers of online shopping service provide service for customers through the special environment of "Internet". In addition, the process of shopping online, the delivery of products and other process also belong to the e-service quality. In order to improve traditional service quality measurement methods, increase the effectiveness of measurement results and analyze the business strategy of shopping websites, this study refers to the dimensions introduced by Parasuraman et al. (2005) , develops the nine measurement indicators for online shopping service quality to measure the service quality of online shopping and puts forward suggestions for competitive strategy. Please refer to Table 1 for details of the nine indicators.
Research Approach
The basic structure of Importance-Performance Analysis (IPA) was first introduced and put into use by Martilla and James [5] . IPA draws the average score of the Importance and Performance of the service attributes in a two-dimensional graph. The vertical axis represents the Importance and the horizontal axis represents the Performance, as Figure 1 shows [15] [16] [17] [18] [19] . Each of the four quadrants of the IPA approach has its own definition [21] [22] [23] [24] : 1) Keep up the good work: this means that customers attach great importance to the service quality programs of this quadrant and are satisfied with the service performance of the businesses. Therefore, service quality programs in this quadrant belong to "Keep up the good work". 2) Concentrate here: this means that customers attach great importance to the service quality programs of this quadrant, but they are not satisfied with the service performance of the businesses. Therefore, service quality programs in this quadrant belong to "Concentrate here". 3) Low priority: this means that customers don't attach great importance to the service quality programs of this quadrant and are not satisfied with the service performance of the businesses. Therefore, service quality programs in this quadrant belong to "Low priority". 4) Possible overkill: this means that customers don't attach great importance to the service quality programs of this quadrant, but they are satisfied with the service performance of the businesses. Therefore, service quality programs in this quadrant belong to "Possible overkill". With the division of different quadrants, the managers can make the best use of limited resources, distinguish the advantages and disadvantages in the market competition and determine improvement priorities so as to increase customer's satisfaction. IPA approach can easily demonstrate the service quality attributes and the improvements [25] [26] [27] . It is widely used by many scholars in other fields as the tool of analyzing the priorities of quality improvements and satisfying customers' demands [28, 29] . 
Research Results and Discussion
Company A is the top 3 B2C shopping site in Taiwan. This study takes company A as a case to study its service quality and competitive strategy. This questionnaire uses the 7-point Likert Scale and has nine measurement indicators. A total of 465 questionnaires were distributed among the consumers of the shopping site and 358 valid questionnaires were collected. The effective collection rate was 76.99%. This study uses the average value of Importance (5.83) and the average value of Performance (5.69) as the standard coordinates to judge the performance of each indicator. Please see Table 1 for details. The research shows: (4) The website has been operating in normal status; (5) the products sold by the website are genuine; (6) the products will be delivered accurately with clear commitment. The three indicators belong to "Keep up the good work". They are the merits of the service quality of company A, which shall be kept up so as to maintain good service performance. (7) Compensation for transactions with problems, this indicator belongs to "Possible overkill". The performance of company A is good, but it cannot bring more service satisfaction. Company A should consider to transfer the company's resources to other competitive indicators.
(1) Easy to find the information needed on the website and (2) quick to complete transactions on the website, these two indicators belong to "Low priority". These two service quality indicators can be improved when company A has more resources.
The website is easy to use; (8) the website will protect relevant information of online shopping; (9) the website will not share personal information with other websites. Company A has competitive disadvantages in the three indicators, which belong to "Concentrate here". Company A must concentrate resources to enhance the service quality and performance of the three indicators. Only in this way can it reverse disadvantages and enhance competitiveness.
Conclusion
The competition of online shopping market is very intense, so businesses should determine their market positioning and segment accurately, avoid the imitation of products or business model so as to establish unique competitive advantages. The most important thing for businesses is to understand consumers, evaluate the service quality factor of online shopping and satisfy customers' demands. This study uses the IPA approach to analyze the service quality of online shopping provided by the case company, introduces nine indicators to measure the service quality of online shopping and puts forward suggestions for the competitive strategy as the basis for the improvement of competitive strategy of the case company.
